Analisis Pengaruh Social Media Advertising Content, Social Media Sale Promotion Content, Hedonic Brand Image, Functional Brand Image Terhadap Behavioral Intention Mobil Isuzu MU-X Telaah pada: Instagram Astra Isuzu by Devi Jonathan, Natalia
ANALISIS PENGARUH SOCIAL MEDIA ADVERTISING CONTENT, SOCIAL 
MEDIA SALES PROMOTION CONTENT, HEDONIC BRAND IMAGE, 
FUNCTIONAL BRAND IMAGE TERHADAP BEHAVIORAL INTENTION 








NATALIA DEVI JONATHAN 
00000013733 
Program Studi Manajemen Fakultas Bisnis 
Universitas Multimedia Nusantara 
Tangerang 
2020 
LEMBAR PENGESAHAN SKRIPSI 
 
ANALISIS PENGARUH SOCIAL MEDIA ADVERTISING CONTENT, 
SOCIAL MEDIA SALES PROMOTION CONTENT, HEDONIC BRAND IMAGE, 
FUNCTIONAL BRAND IMAGE TERHADAP BEHAVIORAL 
 





Nama Penyusun : Natalia Devi Jonathan 
Nomor Induk Mahasiswa : 000  000  13733 
Fakultas : Bisnis 
Program Studi : Manajemen 
Tangerang, 9 Juli 2020 













Elissa Dwi Lestari S.Sos., M.S.M 















LEMBAR PERNYATAAN ORSINALITAS SKRIPSI 
 
Yang bertandatangan dibawah ini saya, Natalia Devi Jonathan 
menyatakan bahwa skripsi dengan judul: ANALISIS PENGARUH SOCIAL 
MEDIA ADVERTISING CONTENT, SOCIAL MEDIA SALES 
PROMOTION CONTENT, HEDONIC BRAND IMAGE, FUNCTIONAL 
BRAND IMAGE TERHADAP BEHAVIORAL INTENTION MOBIL ISUZU 
MU-X. TELAAH PADA INSTAGRAM ASTRA ISUZU adalah hasil tulisan 
saya sendiri. Dengan ini saya menyatakan dengan sesungguhnya bahwa dalam 
skripsi ini tidak terdapat keseluruhan atau sebagian tulisan orang lain yang saya 
ambil dengan menyalin atau meniru dalam bentuk rangkaian kalimat atau simbol 
yang menunjukkan gagasan, pendapat, atau pemikiran dari penulisan lain yang 
saya akui seolah olah sebagai tulisan saya sendiri tanpa memberikan pengakuan 
kepada penulis aslinya. 
Apabila ditemukan kecurangan pada skripsi, saya bersedia menerima 
konsekuensi yang telah ditentukan oleh Universitas. 
Tangerang, 06 Juni 2020 
 
 







Semakin banyak pilihan kendaraan bermotor terutama mobil yang mampu 
membuat industri otomotif mengalami perubahan tren yang tidak hanya terfokus pada 
jenis mobil MPV (Multi Purpose Vehicle) namun SUV (Sport Utility Vehicle) juga 
akan tumbuh di Indonesia. PT. Isuzu Astra Internasional menggunakan social media 
sebagai online branding tools terutama Instagram @astraisuzuofficial yang dilihat 
memiliki engagement rate cukup baik namun penjualan mobil tipe SUV Isuzu MU-X 
masih rendah. Oleh karena itu, peneliti ingin mengetahui apakah social media 
advertising content, social media sales promotion content, hedonic brand image, 
functional brand image, memiliki pengaruh terhadap behavioral intention. 
Pada penelitian ini menggunakan descriptive research design dan menyabar 
kuesioner penelitian secara online. Terdapat 194 responden yang sesuai dengan 
kriteria. Pengolahan data dilakukan dengan teknik Structural Eqution Model (SEM) 
menggunakan software LISREL versi 8.7. Hasil dari penelitian ini ditemukan bahwa 
social media advertising content dan social media sales promotion content memiliki 
pengaruh positif terhadap hedonic brand image dan functional brand image, functional 
brand image juga memiliki pengaruh positif terhadap behavioral intention. Sedangkan 
hubungan social media advertising content, social media sales promotion content dan 
hedonic brand image memberikan hasil yang tidak memiliki pengaruh yang signifikan. 
Konten video berupa MU-X survival challenge dan review bahan bakar mampu 
mempengaruhi behavioral intention terhadap mobil Isuzu MU-X 
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The more choices of motor vehicles, especially cars that are able to make the 
automotive industry experience changes in trends that’s not only focused on the type of 
MPV (Multi Purpose Vehicle) cars but SUVs (Sport Utility Vehicles) will also grow in 
Indonesia. PT. Isuzu Astra International used social media as an online branding tools, 
especially Instagram @astraisuzuofficial which is seen to have a fairly good 
engagement rate but Isuzu MU-X SUV type car sales are still low when compared to 
competitors. Therefore, researchers want to find out whether social media advertising 
content, social media sales promotion content, hedonic brand image, functional brand 
image, have an influence on behavioral intention 
This study uses descriptive research design by scanning the research 
questionnaire online and getting 194 respondents according to the criteria. Data 
processing was performed using the Structural Eqution Model (SEM) technique using 
LISREL software version 8.7. The results of this study found that social media 
advertising content and social media sales promotion content have a positive influence 
on hedonic brand image and functional brand image then functional brand image also 
has a positive effect on behavioral intention. While the social media advertising content 
relationship, social media sales promotion content and hedonic brand image give 
results that do not have a significantly influence. The video content consists of MU-X's 
survival challenges and fuel reviews that can influence behavioral intentions towards 
Isuzu MU-X cars 
vii  
 
Keywords: social media sales promotion, social media sales promotion content, 





Puji syukur kepada Tuhan Yesus Kristus karena rahmat dan penyertaanNya 
yang sempurna atas peneliti sehingga penulis dapat menyelesaikan laporan skripsi 
dan penelitian yang berjudul “ANALISIS PENGARUH SOCIAL MEDIA 
ADVERTISING CONTENT, SOCIAL MEDIA SALES PROMOTION 
CONTENT, HEDONIC BRAND IMAGE, FUNCTIONAL BRAND IMAGE 
TERHADAP BEHAVIORAL INTENTION MOBIL ISUZU MU-X. TELAAH 
PADA INSTAGRAM ASTRA ISUZU” dengan tepat waktu. Laporan ini 
merupakan salah satu syarat untuk dapat menyelesaikan pendidikan Strata 1 (satu) 
program studi manajemen di Universitas Multimedia Nusantara. 
Pada kesempatan ini, peneliti tidak lupa untuk mengucapkan terima 
kasih kepada beberapa pihak yang terlibat membantu dan memberikan 
dukungan yang luar biasa kepada penulis dalam menyusun laporan skripsi. 
Berikut penulis mengucapkan terima kasih kepada: 
1. Tuhan Yesus Kristus yang selalu memberikan hikmat dan juga kekuatan selama 
menyelesaikan skripsi ini. 
2. Ibu Elissa Dwi Lestari, S.Sos., M.S.M selaku dosen pembimbing tercinta yang 
sangat baik yang telah memberikan arahan dan bimbingan dengan sabar kepada 
peneliti selama menyusun skripsi ini dan dapat selesai dengan tepat waktu. 
3. Bapak Dr. Mohammad Annas, S.Tr.Par., MM., CSCP selaku Ketua Program 
Studi Manajemen yang telah bersedia menyetujui skripsi peneliti. 
ix  
 
4. Alm. Okto Jonathan dan Yustina Sri, yaitu orangtua penulis yang selalu 
memberikan doa dan dukungan dalam segala hal yang dilakukan peneliti dari 
awal sampai skripsi ini bisa selesai, serta Priska Hanna Tasya, Jeremy Jonathan, 
V. Farrel Jonathan, yaitu saudara peneliti yang selalu memberikan bantuan 
berupa masukan, saran dan juga dukungan lainnya. 
5. Adrian Roring yang selalu sabar, memberikan motivasi, dukungan doa, selalu 
menghibur dan membantu dalam segala hal. 
6. Grup “Lalalayiyiyi” yaitu Anjela Franssiska, Cherlent M, Cindy, Jesslyn 
Valencia, Monica Sylvia, Priska Apryandy, Vira Mutiara S.W, Veren Stevani 
yang senantiasi menghibur, memberikan doa serta dukungan satu sama lain, 
saling memotivasi dan menghibur peneliti dalam menyelesaikan skripsi ini. 
7. Grup “Flyer from God” yaitu Stefani Elsha, Natan Surya, Gabriel Fio, V. Farrel 
Jonathan yang memberikan hiburan, dan membantu peneliti. 
8. Phoeby Adeline yang membantu dan mengajarkan peneliti untuk 
mengoperasikan software LISREL 8.7 
9. Teman – teman seperjuangan skripsi bimbingan Bu Elissa, yaitu: Adi Dharma, 
Ko Adnan, Jane, Priska, Richard yang saling membantu dan memberikan 
motivasi kepada peneliti. 
10. Indah Debora, Salsabila Rizka Amanda, Nita Trisna, Nurul Awaliah yang selalu 
memberikan dukungan dan bantuan kepada peneliti. 




Akhir kata peneliti mengucapkan terima kasih banyak untuk seluruh pihak yang 
namanya sudah disebutkan ataupun tidak disebutkan, Peneliti menyadari bahwa 
laporan ini belum sempurna sehinggan adanya masukan berupa kritik dan saran yang 
membangun dari dari pembaca akan sangat bermanfaat. Semoga penelitian ini dapat 
meberikan manfaat bagi orang lain. 
Tangerang, 10 Juni 2020 
 




LEMBAR PERNYATAAN ORSINALITAS SKRIPSI .......................................... iii 
ABSTRAK................................................................................................................... iv 
ABSTRACT ................................................................................................................. vi 
KATA PENGANTAR .............................................................................................. viii 
DAFTAR ISI ............................................................................................................... xi 
DAFTAR GAMBAR ................................................................................................. xv 
DAFTAR TABEL ................................................................................................... xviii 
DAFTAR GRAFIK .................................................................................................. xix 
BAB I ............................................................................................................................ 1 
PENDAHULUAN ........................................................................................................ 1 
1.1. Latar Belakang ............................................................................................ 1 
1.2. Rumusan Masalah dan Pertanyaan Penelitian ........................................... 24 
1.3. Tujuan Penelitian ...................................................................................... 27 
1.4. Batas Penelitian ......................................................................................... 28 
1.5. Manfaat Penelitian .................................................................................... 29 
1.5.1. Manfaat Praktis ..................................................................................... 29 
1.5.2. Manfaat Akademis ................................................................................ 29 
1.6. Sistematika Penulisan Skripsi ....................................................................... 29 
BAB II......................................................................................................................... 31 
LANDASAN TEORI ................................................................................................. 31 
2.1. Manajemen ................................................................................................ 31 
2.1.1 Marketing Mix (Bauran Pemasaran) ...................................................... 34 
2.1.2. Marketing Strategy STP (Segmenting, Targeting, and Positioning)..... 35 
2.2. Social Media ............................................................................................. 36 
3.3. Social Media Marketing ................................................................................ 37 
2.4. Social Media Advertising Content ............................................................ 37 
2.5. Social Media Sales Promotion .................................................................. 38 
2.6. Brand Image .................................................................................................... 38 
2.7. Brand Awareness ...................................................................................... 39 
xii  
2.8. Hedonic Brand Image ............................................................................... 40 
2.9. Functional Brand Image ............................................................................... 40 
2.10. Behavioral Intention ................................................................................. 41 
2.11. Pengembangan Hipotesis .......................................................................... 42 
2.11.1 Pengaruh positif social media advertising content terhadap hedonic 
brand image ......................................................................................................... 42 
2.11.2 Pengaruh positif social media advertising content terhadap functional 
brand image ......................................................................................................... 43 
2.11.3 Pengaruh positif social media sales promotion content terhadap hedonic 
brand image ......................................................................................................... 44 
2.11.4 Pengaruh positif social media sales promotion content terhadap functional 
brand image ......................................................................................................... 45 
2.11.5 Pengaruh positif social media advertising content terhadap behavioural 
intention ............................................................................................................... 45 
2.11.6 Pengaruh positif social media sales promotion content terhadap behavioral 
intention ............................................................................................................... 46 
2.11.7 Pengaruh positif Hedonic brand image terhadap behavioral intention 
47 
2.11.8 Pengaruh positif functional brand image terhadap behavioral intention 
47 
2.10. Model Penelitian ....................................................................................... 49 
2.11. Penelitian Terdahulu ................................................................................. 49 
BAB III ....................................................................................................................... 59 
METODOLOGI PENELITIAN .............................................................................. 59 
3.1 Gambaran Umum Objek Penelitian ................................................................... 59 
3.1.1 Instagram Astra Isuzu Official .................................................................... 66 
3.2 Desain Penelitian ............................................................................................... 72 
3.2.1 Jenis Penelitian ........................................................................................... 72 
3.2.2 Data penelitian (Research Data)................................................................. 76 
3.3 Ruang Lingkup Penelitian ................................................................................. 77 
3.3.1 Target Populasi ........................................................................................... 78 
3.3.2 Sampling Frame .......................................................................................... 78 
3.3.3 Sampling Unit ............................................................................................. 78 
xiii 
 
3.3.4 Sampling Techniques .................................................................................. 79 
3.3.5 Sampling size .............................................................................................. 83 
3.4 Prosedur Penelitian ............................................................................................ 83 
3.4.1 Periode Penelitian ....................................................................................... 83 
3.4.2 Pengumpulan Data ...................................................................................... 84 
3.4.3 Proses Penelitian ......................................................................................... 84 
3.5 Identifikasi Variabel Penelitian ......................................................................... 85 
3.5.1 Variabel Eksogen ........................................................................................ 85 
3.5.2 Variabel Endogen ........................................................................................ 87 
3.5.3 Variabel Teramati ....................................................................................... 87 
3.6. Operasional Variabel Penelitian ....................................................................... 88 
3.7. Teknik Pengolahan Analisis Data..................................................................... 99 
3.7.1 Metode Analisis Data Pre-test Menggunakan Faktor Analisis .................. 99 
3.7.2. Metode Analisis Data Menggunakan Structural Equation Model ........... 103 
3.8 Model Pengukuran ........................................................................................... 109 
3.9 Model Keseluruhan Penelitian (Path Diagram) .............................................. 115 
BAB IV ..................................................................................................................... 116 
ANALISIS DAN PEMBAHASAN ......................................................................... 116 
4.1. Deskripsi Hasil Penelitian ....................................................................... 116 
4.2. Profil Responden ..................................................................................... 117 
4.2.1. Profil Responden Berdasarkan Jenis Kelamin ......................................... 117 
4.2.2. Profil Responden Berdasarkan Usia ........................................................ 118 
4.2.3. Profil Responden Berdasarkan Domisili .................................................. 119 
4.2.4. Profil Responden Berdasarkan Profesi ............................................... 120 
4.3. Analisis Deskriptif .................................................................................. 120 
4.3.1. Social Media Advertising Content ...................................................... 122 
4.3.2. Social Media Sales Promotion Content .............................................. 123 
4.3.4. Functional Brand Image ..................................................................... 126 
4.3.5. Behavioral Intention ............................................................................ 129 
4.4 Uji Instrumen .............................................................................................. 130 
4.4.1 Uji Validitas Pre-Test......................................................................... 130 
xiv 
 
4.5. Hasil Analisis Data Structural Equation Modeling (SEM) .................... 134 
4.5.1 Hasil Analisis Measurement Model (SEM) ........................................ 135 
4.5.2. Hasil Analisis Structutal model (SEM) ............................................... 144 
4.6 Pembahasan Hasil Penelitian ...................................................................... 152 
4.6.1 Hasil Uji Pengaruh Social Media Advertising Content terhadap Hedonic 
Brand Image ...................................................................................................... 153 
4.6.2 Hasil Uji Pengaruh Social Media Advertising Content terhadap Functional 
Brand Image ...................................................................................................... 153 
4.6.3 Hasil Uji Pengaruh Social Media Sales Promotion Content terhadap Hedonic 
Brand Image ...................................................................................................... 154 
4.6.4 Hasil Uji Pengaruh Social Media Sales Promotion Content terhadap 
Functional Brand Image .................................................................................... 154 
4.6.5 Hasil Uji Pengaruh Social Media Advertising Content terhadap Behavioral 
Intention ............................................................................................................. 155 
4.6.6. Hasil Uji Pengaruh Social Media Sales Promotion Content terhadap 
Behavioral Intention .......................................................................................... 155 
4.6.7. Hasil Uji Pengaruh Hedonic Brand Image terhadap Behavioral Intention 
.......................................................................................................................156 
4.6.8. Hasil Uji Pengaruh Functional Brand Image terhadap Behavioral Intention 
.......................................................................................................................157 
4.7. Implikasi Manajerial ............................................................................... 158 
4.7.1. Upaya meningkatkan behavioral intention melalui social media sales 
promotion content .............................................................................................. 158 
4.7.2. Upaya peningkatan Behavioral Intention melalui Functional Brand Image 
...........................................................................................................................162 
4.7.3. Upaya meningkatkan Behavioral Intention melalui Social Media 
Advertising Content ........................................................................................... 165 
4.7.4. Upaya meningkatkan Behavioral Intention melalui Hedonic Brand Image 
.......................................................................................................................167 
BAB V ....................................................................................................................... 171 
KESIMPULAN DAN SARAN ............................................................................... 171 
5.1 Kesimpulan ................................................................................................. 171 
5.2 Saran ................................................................................................................ 173 
5.2.1. Saran Bagi Perusahaan ........................................................................ 173 
xv  
5.2.2. Saran Bagi Penelitian Selanjutnya ....................................................... 175 
DAFTAR PUSTAKA .............................................................................................. xvii 






BAB I PENDAHULUAN ............................................................................................ 1 
Gambar 1.1. Pertumbuhan dan Prediksi Nilai Sektor Transportasi.................... 2 
Gambar 1.2. Daftar harga Isuzu MU-X ............................................................. 8 
Gambar 1.3. Proyeksi Pengguna Internet di Indonesia 2017 – 2023 ............... 10 
Gambar 1.4. Pengguna dan Populasi 10 Negera di Asia Maret 2019 .............. 11 
Gambar 1.5. Data Platform Social Media Paling Aktif di Indonesia ............... 12 
Gambar 1.6. Data statistic konten marketing ................................................... 14 
Gambar 1.7. Statistik Media Sosial  Indonesia  Februari 2019 –2020 ............. 15 
Gambar 1.8. Engagement Rate Instagram mobil di Indonesia ......................... 22 
BAB II LANDASAN TEORI ................................................................................... 31 
Gambar 2.1 Manajemen Proses ........................................................................ 31 
Gambar 2.2 Model Penelitian........................................................................... 49 
BAB III METODOLOGI PENELITIAN ............................................................... 59 
Gambar 3.1 Logo Isuzu .................................................................................... 59 
Gambar 3.2 Jenis LCV, Isuzu Panther ............................................................. 61 
Gambar 3.3 Jenis LCV, Isuzu Panther Pick-up ............................................... 62 
Gambar 3.4 Jenis LCV, Isuzu D-MAX ........................................................... 62 
Gambar 3.5 Jenis LCV Isuzu MU-X ............................................................... 62 
Gambar 3.6 Jenis CV Isuzu T .......................................................................... 63 
xvii  
Gambar 3.7 Jenis CV Isuzu giga ...................................................................... 63 
Gambar 3.8 Jenis CV Giga............................................................................... 64 
Gambar 3.9 Jenis CV ELF ............................................................................... 64 
Gambar 3.10 Jenis CV ELF ............................................................................. 65 
Gambar 3.11 Gambar Instagram Astra Isuzu ................................................... 67 
Gambar 3.12 Instagram Astra Isuzu Official ................................................... 67 
Gambar 3.13 Salah Satu Unggahan Instagram Astra ....................................... 68 
Gambar 3.14 Salah Satu Unggahan Instagram Toyota.id ................................ 69 
Gambar 3.15 Instagram @astraIsuzuofficial ................................................... 70 
Gambar 3.16 Instagram Toyota ........................................................................ 71 
Gambar 3.17 Klarifikasi Marketing Research Design ..................................... 73 
Gambar 3.18 Sampling Design Process ........................................................... 77 
Gambar 3.19 Sampling Technique ................................................................... 79 
Gambar 3.20 Variabel Eksogen ....................................................................... 86 
Gambar 3.21 Variabel Endogen ....................................................................... 87 
Gambar 3.22 Tahapan Structural equation model (SEM) ............................. 104 
Gambar 3.23 One-tailed Test ......................................................................... 109 
Gambar 3.24 Measurement Model Social Media Advertising Content ......... 110 
Gambar 3.25 Measurement Model Social Media Sales Promotion Content  111 
Gambar 3.26 Measurement Model Hedonic Brand Image ............................ 112 
Gambar 3.27 Measurement Model Functional Brand Image ........................ 113 
Gambar 3.28 Measurement Model Behavioral Intention .............................. 114 
Gambar 3.29 Structural Model Path Diagram .............................................. 115 
BAB IV ANALISIS DAN PEMBAHASAN .......................................................... 116 
Gambar 4.1.  Measurement Model Path Diagram (Standardized Solution) .. 136 
Gambar 4.2. Measurement Model Path Diagram (T-Values) ........................ 137 
Gambar 4.3 Structural Model Path Diagram (Estimates) ............................. 146 
Gambar 4.4. Structural model  path diagram (T-Value)................................ 147 
Gambar 4.5. Contoh ilustrasi flyer promo ...................................................... 158 
Gambar 4.6. Contoh ilustrasi flyer promo ...................................................... 159 
xviii  
Gambar 4.7. Tahap Instagram Ads ................................................................ 161 
Gambar 4.8. Contoh Ilustrasi flyer Survival Challenge Part II...................... 162 
Gambar 4.9. Contoh Ilustrasi flyer Review Bahan Bakar ............................... 162 
Gambar 4.10. Ilustrasi Halaman Instagram @astraisuzuofficial .................... 165 
Gambar 4.11. Ilustrasi Halaman Instagram @astraisuzuofficial Eksterior dan 
Interior Isuzu MU-X ...................................................................................... 166 
Gambar 4.12. Ilustrasi Foto Produk Mobil Isuzu MU-X ............................... 167 
Gambar 4.13. Ilustrasi Foto Produk Mobil Isuzu MU-X .............................. 168 




BAB I PENDAHULUAN ............................................................................................ 1 
Tabel 1.1. Data Wholesales Penjualan Mobil Tahun 2018 – 2019 ................. 5 
BAB II LANDASAN TEORI ................................................................................... 31 
Tabel 2.1 Penelitian Terdahulu ..................................................................... 50 
BAB III METODOLOGI PENELITIAN................................................................ 59 
Tabel 3.1 Differences Between Exploratory dan Conclusive Research ........ 73 
Tabel 3.2  Tabel Operasional Variabel .......................................................... 88 
Tabel 3.3. Uji Validitas ............................................................................... 100 
Tabel 3.4 Difference of Fit Indices ............................................................. 106 
BAB IV ANALISIS DAN PEMBAHASAN .......................................................... 116 
Tabel 4.1. Kategori Penilaian Responden ................................................... 121 
Tabel 4.2. Penilaian Variabel Social Media Advertising Content ............... 122 
Tabel 4.3 Penilaian Variabel Social Media Sales Promotion Content ........ 123 
Tabel 4.4 Penilaian Variabel Hedonic Brand Image ................................... 125 
Tabel 4.5 Penilaian Variabel Functional Brand Image............................... 126 
Tabel 4.6 Penilaian Variabel Behavioral Intention ..................................... 129 
Tabel 4.7. Hasil Uji Validitas Pretest .......................................................... 131 
Tabel 4.8. Hasil Uji Reliabilitas (Pre-Test) ................................................. 133 
Tabel 4.9. Hasil Uji Validitas (Measurement Model) ................................. 138 
Tabel 4.10.  Hasil Uji Reliabilitas (Measurement model) ........................... 143 
Tabel 4.11. Hasil Uji Hipotesis (Structural model) .................................... 148 




BAB I PENDAHULUAN ............................................................................................ 1 
Grafik 1.1. Grafik Penjualan Wholesales SUV di Indonesia ...................... 9 
BAB IV ANALISIS DAN PEMBAHASAN .......................................................... 116 
Grafik 4.1 Profil Responden Berdasarkan Jenis Kelamin ....................... 117 
Grafik 4.2 Presentase Jumlah Responden Berdasarkan Usia .................. 118 
Grafik 4.3 Profil Responden Berdasarkan Domisili ............................... 119 
Grafik 4.4 Presentase Jumlah Responden Berdasarkan Profesi .............. 120 
